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ABSTRACT 
The restaurant industry is one industry in Hong 
Kong that has rarely been studied in the academic sense in 
the past. With the growing internationalization of Hong 
Kong, a new breed of restaurant has emerged in Hong Kong. 
These are the authentic western restaurants. This type of 
restaurant by definition is very different from the 
traditional Chinese restaurant that Hong Kong has been so 
famous for. It is also quite different from the localized 
"home-grown" western restaurant which have been the 
standard bearers in the past 2 0 to 30 years. We are 
beginning to see the emergence and a gradual proliferation 
of this type of restaurant. It is therefore high time for 
us to conduct a study on this type of restaurant. 
By type of ownership, restaurants in Hong Kong can 
be segregated into three distinct types. Those owned by 
hotels, those owned by conglomerates and those that are 
run privately, with the latter group being the target 
group of our study. As independent restaurateurs, these 
people are by definition entrepreneurs. How then do they 
measure individually, and as a group, on entrepreneurial 
tendency ？ We believe that since they are involved with 
cooking which many consider to be an art form, they may be 
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quite different from the other entrepreneurs in a 
conventional sense. 
The research study is composed of four separate 
stages. Stage one is literature search, stage two is 
visits to the restaurants, stage three is in-depth 
interviews and stage four is conducting of a survey on 
selected restaurateurs. The purpose of the interviews are 
to get an understanding on the running of the restaurants, 
their problems, concerns, opportunities and out-look for 
the future. The questionnaire is to measure the 
entrepreneurial tendency for the group of selected 
restaurateurs. 
Some of the problem areas unearthed through the 
interviews are : competition, high rental, employee turn-
over and supplies. There exist different ways that the 
restaurants could use to counter each of these areas, some 
of the present and future opportunities open to the 
restaurants include : catering, lunch box and lunch 
delivery, franchising and vertical integration. The 
interviews also reveal that the success factors listed by 
the restaurateurs which include : food, service, location 
and ambience, show a very close tie to that of the four Ps 
of marketing. We can then assume that marketing is being 
practiced by the restaurants although the restaurateurs 
may not be fully aware of it. 
i v 
In line with our hypothesis, the survey result 
indicates that the restaurateurs are indeed different from 
the conventional entrepreneurs. They generally score lower 
than other entrepreneurs. It is also found that Chinese 
tend to score higher than Frenchman. 
We conclude that while restaurateurs tend to score 
lower than your regular entrepreneurs, this score result 
however, in no way relates to their success as restaura-
teurs . I n short, entrepreneurial traits are not all that 
important in the management and running of a restaurant. 
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"Restaurants for the people in the 8 0 i s what 
theatres were for the people in the 60's" is a line out of 
the 1989 hit comedy "When Harry met Sally. ” It goes to 
show the growing importance that people in the U.S. are 
attaching to the restaurant industry. This phenomenon is 
not only true in the U.S. but can easily be said about the 
local Hong Kong scene. With the general rise in 
educational level and living standards coupled with the 
recent brain drain issue, the middle to upper-middle class 
in Hong Kong are getting more and more affluent compared 
with say a decade ago. Other than working harder to earn 
their keep this group of people are also demanding and 
taking more reward for their hard work. They are spending 
more on luxury items, designers' labels etc. They are 
taking longer vacation and travelling to further and more 
exotic places. As a result of this nouveau riche and 
yearning to enjoy phenomenon - one of the industries that 
is having a direct and positive impact is no doubt the 
restaurant industry. 
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Unlike the theatres where people go and sit 
quietly to watch a performance or a movie, a restaurant is 
a place where people can unwind after a hard day's work in 
the office. It is a place where people can relax and talk 
to friends over a glass of wine, have a sumptuous meal and 
all the time being pampered by waiters and waitresses who 
are eager to serve and please. It is a place where one can 
go home afterwards feeling totally relaxed and good about 
the experience. 
Definition 
As this paper is about the 'Western' food 
restaurant and its relationship to entrepreneurship, there 
are a couple of definitions that need to be delineated 
before we begin. Firstly, in order to narrow down on the 
scope of this paper we need to restrict our subject, 
restaurant, to that of a particular genre. Secondly, as 
there are many different definition for entrepreneur we 
have to be specific about our own definition. 
Definition of a 'western' restaurant 
The restaurants that we have been talking about 
above are obviously not the Chinese restaurants that are 
so abundant in Hong Kong but rather the western food 
restaurants that are gaining popularity in Hong Kong as a 
result of more exposure to the western cultures through 
more travel and education. The local Chinese are now more 
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open to western food. In fact the younger generation do 
consider it quite 'chic' to have western food when 
gathering. This is manifested by the success of the pizza 
parlor chains and fast food hamburger restaurants among 
the youth in Hong Kong in recent years. However we will 
see that the western restaurants that we talk about in 
this paper is of a different class and will exclude all 
pizza parlors and fast food restaurants. Unlike fast food 
restaurants that emphasize on sales turnover, this type of 
restaurants that we talk about emphasize on profit margin 
through the quality of their food and service. 
Hong Kong has been acclaimed to be one of the 
cities in the world that has the largest variety of food. 
Much of its reputation as a city of fine food is 
attributed to the abundance of different flavor of Chinese 
food that it has to offer. But on top of this magnificent 
array of Chinese restaurants there are also quite a number 
of restaurants that serve European or American food. This 
type of restaurant makes up a unique industry in Hong Kong 
and is going to be the subject matter of this paper. 
A "Western" restaurant in this paper refers to a 
restaurant that serves European/American food. It is 
frequented not only by the local Westerner community, but 
also the local middle to upper class Chinese community who 
are equally comfortable in English as in Chinese and 
equally at home in using the fork as in using the 
chopsticks. This type of restaurant is typically very 
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tastefully decorated, usually it has a particular theme to 
its decor that matches the food that it serves. The 
emphasis is on providing quality food and impeccable 
service in a pleasant and relaxing atmosphere. As a rule 
of thumb a lot of liquor is served and providing a good 
time to the customers is part of the mission of the 
establishment. 
Definition by type of Ownership 
Based on the type of ownership we can categorize 
the above defined western restaurants into three distinct 
group. The first category are those that are attached to a 
hotel which makes up about 48 percent of the total. Then 
there are those that are independent of hotels but 
nonetheless belong to a large group or conglomerate which 
makes up about 18 percent of the total. The last group are 
those that are independently owned either by a sole 
proprietor or through a partnership. This last group makes 
up about 34 percent of the total. ^ It is this last group 
that is the subject of this study. 
Definition of ‘entrepreneur‘ 
and ‘entrepreneurship 
“Entrepreneur“ as defined in Webster's New World 
dictionary is - 'one who organizes a business undertaking, 
assuming the risk for the sake of the profit. ‘ The word 
itself has its root in the French lexicon meaning to 
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'undertake.‘ Thus it is someone who undertakes a business 
and who usually creates and develops a business out of 
nothing then nurtures it into a success. There have been 
many text books written on the subject of “entrepreneur” 
and “entrepreneurship“ over the years. Out of these books, 
many definitions of these two terms arise. One of the most 
descriptive definitions for entrepreneurship could be 
found in John Kao and Howard Stevenson's book "Entre-
preneurship : w h a t it is and how to teach it.“ 
Entrepreneurship is the attempt to create value 
through recognition of business opportunity, the 
management of risk-taking appropriate to the 
opportunity, and through the communicative and 
management skills to mobilize human, financial, 
and material resources necessary to bring a 
project to fruition. 
Like the many definitions that can be found for 
"entrepreneurship", there are also numerous studies done 
on the traits and characteristics of an entrepreneur. 
Venture capitalists do use these common traits to help 
evaluate whether the would-be entrepreneur who is seeking 
capital could be successful. Some of the more important 
characteristics are listed below. 
- i n n o v a t i v e 
- d e s i r e to achieve 
- h a r d worker 
- o p t i m i s t i c 
- e x c e l l e n c e oriented 
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- o r g a n i z e r 
- m o n e y oriented 
- s e l f - c o n f i d e n t 
- z e s t for life 
- a l w a y s on the look out for opportunity 
- s t r o n g instinct ^ 
This is by no means an exhaustive list but it does 
represent the key characteristics that could contribute to 
the success of an entrepreneur. 
In the confines of this paper, the term 
"entrepreneur" is used to refer to a person or a small 
group of people who exhibit some of the above traits and 
carry out the functions and activities that are outlined 
in the preceding definition. Specifically we will be 
concentrating our effort on studying the entrepreneurs 
that we will find to be engaged in the western restaurant 
business in Hong Kong. 
Objectives of the paper 
Restaurant, especially a fine dinning western 
restaurant, is a unique place. By definition it is a happy 
place. People come in and expect to be entertained by the 
food, the service, the music and the ambience etc. In 
short they come in and expect to be merry. On the part of 
the restaurant establishment, they can look at themselves 
as if they are throwing a party where the invited guests 
are coining to be entertained by them. Like in a private 
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party, although it is hard work and could get quite 
hectic, they would be very contented at the end if they 
feel that the party had been successful. All in all it, 
could be a very fulfilling experience for both the 
customers and the operators. The analogy stops on the 
negative side, where the restaurateur has to do this day 
after day and on the positive side that the restaurateur 
does get paid. If we were to carry this analogy further we 
can say that the restaurateurs are host or hostess rather 
than businessman. Then the next logical question is 
whether a restaurateur is really a businessman or not � ? 
Although a "Western" restaurant is a business 
entity like any others which is out to make a profit, it 
differs from others in that the owner/manager may some-
times consider himself to be a gourmet - a connoisseur of 
food and cooking or simply as a host/hostess who loves to 
entertain. It would then be interesting to find out more 
about these restaurateur/entrepreneurs. Are they true 
entrepreneurs who just happen to pick restaurant as their 
business or are they gourmet/host first and entrepreneur 
second ？ How do they differ from other entrepreneurs that 
are discussed in the management text books ？ Some of the 
objectives of this paper are therefore to find out: 
- H o w do these restaurateurs/entrepreneurs differ from 
more conventional entrepreneurs ？ Do they possess 
some common entrepreneurial traits ？ Are they high on 
entrepreneurial tendency ？ 
- W h a t are some of the motives and thinking behind the 
8 
owners' establishing of the restaurant ？ Are their 
motives any different from entrepreneurs in other 
fields ？ 
- W h a t kind of market research have they done before 
they start their business ？ 
- W h a t kind of problem do they face in starting and 
running such a restaurant in Hong Kong ？ 
- W h a t are some of the opportunities that they may have ？ 
- W h a t are some of the contributing factors to their 
success or lack of success ？ 
- H o w do they go about marketing their product/service, 
especially to the Chinese community in Hong Kong ？ 
As we are studying restaurateurs who are also 
entrepreneurs we will be limiting our study only to 
those in the third group as discussed above i.e. those 
that are found and are still run privately by one person 
or a couple of partners. The first and second group are 
backed up either by a hotel or a conglomerate and 
therefore are not as susceptible to risk or rather are 
better able to take risk. In fact a couple of hotel 
restaurants interviewed indicated that they are able to 
take loss and still survive because the hotels need to 
keep them as part of the services in order to compete and 
attract customers. In view of this, the third group is 
having the disadvantage because they must bear all the 
cost and assume all the risk. That would make their 
business even more demanding and interesting when compared 




This study is exploratory in nature where the 
objective is to research the 'western' restaurant industry 
in Hong Kong. The emphasis is on restaurants that are 
privately owned (versus those that are owned by a big 
group or conglomerate) as we have concluded that this type 
are those that are most difficult to run and also demand a 
lot of ingenuity and perseverance in order to succeed. We 
would also like to conclude whether these restaurateurs 
are any different from other entrepreneurs. If so, how are 
they different ？ 
Research design 
Since this is an exploratory study the research 
method that is best suited for this kind of study would be 
through observation and in-depth interviews. A small 
questionnaire is used in the second stage of the study in 
order to determine the entrepreneurial tendency for a few 
of the selected entrepreneurs. Because it is an 
exploratory study rather than a 'causal' one, 
questionnaire type of survey is not used extensively other 
than the exception mentioned above. Experimental method is 
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not applicable in this case and would not be cost 
effective anyway. The research study is one of qualitative 
rather than quantitative. Therefore not a lot of figures 
or statistical data has been gathered nor will be 
presented. 
Once the research method is determined it is then 
decided that the following four stages would have to take 
place : 
- F i r s t l y , secondary data is gathered by doing desk top 
research. Tools such as ABI/INFORM are used to retrieve 
relevant articles from periodicals. Text books and 
articles on “entrepreneur“ and "entrepreneurship" are 
studied to gain some insight into this exciting area of 
business undertaking and to form a basis for comparison 
of real life restaurateur/entrepreneur that will be 
interviewed. 
- S e c o n d l y , observation is done through visits to the 
restaurants where the purpose is to get a feel of the 
ambience and also some insight into the food, the 
service and the operation of the restaurants. 
- T h i r d l y and most importantly, both structured and 
unstructured in-depth interviews are conducted with some 
of the owner/manager of selected restaurants that fall 
under the definition. 
- F i n a l l y , a questionnaire which measures the 
entrepreneurial tendency of the subject is administrated 
to a group of selected restaurateur so as to determine 
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their relative position on entrepreneurial tendency scale. 
The results of the interviews are combined and 
summarized, then presented as the core of this research 
paper. The results of the survey are analyzed and 
interpreted. The entrepreneurial characteristics for this 
group of restaurateur are tested to see where they fall on 
the entrepreneurship scale. Whether there is any pattern 
to be found among the group ？ If there is, then what is 
the general characteristic for this group as a whole ？ 
Level of research target 
Research on the western restaurant industry in 
Hong Kong can be carried out on different levels. They 
include the customer level, the operator (manager) and the 
owner level. To study at the customer level would be more 
difficult because the customers are dispersed and it is 
hard to come up with an appropriate population frame. As 
this paper also tries to relate restaurateurs to 
entrepreneur, customer would not be a very good level of 
study because they would not know much about what the 
restaurateurs have in mind. The ideal situation would be 
to talk to the owner (s) of the restaurants. The operator 
level can provide us a closer exposure to what we are 
studying because the operator would be very much involved 
with the day to day operation of the business and thus be 
able to answer many of the questions that we pose. The 
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ideal level however would still be at the owner level. 
This would especially be true for owners that are 
themselves involved directly in the management of the 
business. Therefore the ideal level would be the operator 
cum manager level. 
Population frame 
The determination of a relevant population frame 
does present some difficulties in this case. An attempt 
was made to try to get a list of all the privately owned 
restaurants in Hong Kong through various government 
agencies such as the Trade Development Council, the 
Internal Revenue department and the business registration 
bureau but to no avail. It seems that such a list has not 
been compiled and does not exist within any of the 
government structure. Then an attempt was made to locate 
some kind of trade association for western restaurants. It 
was found that an association for chefs exists and also an 
associations of local hotels exist but there is none for 
western restaurants. Finally a famous tourist review book 
for Hong Kong called "The best of Hong Kong" by Gault 
Millau is secured. It is one book in a series of reviews 
each featuring the review for one major country or city in 
the world such as France, London, New York etc. It 
features the reviews for some 700 restaurants, hotels, 
night spots and shops in Hong Kong. Half of the book is 
devoted to restaurants. Out of the total list which 
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includes Chinese food, fast food, Indian food etc, a list 
of the western restaurants that fit cur definition is 
compiled. 
Based on this list telephone calls were made to 
ascertain whether the particular restaurant is privately 
owned or not and finally inteirviews were arranged with the 
manager or owner. Table 1 below shows the breakdown of the 
western restaurants that are listed in the guide book by 
type of ownership. An effort was made to contact each one 
of the 16 independent restaurants listed. In the end only 
12 were interviewed. The other four either could not be 
contacted or have declined to be interviewed. 
TABLE 1 
BREAKDOWN OF WESTERN RESTAURANT IN THE 
GUIDE BOOK BY TYPE OF OWNERSHIP 
Ownership Count Percentage 
Hotel 22 48 
Group 8 18 
Private 16 34 
Total 46 100 




A round of interviews with all the independent 
restaurants within the population frame was conducted. At 
this stage every effort was made to try to talk to the 
owner, failing that the interview would be conducted with 
the manager who would act on behalf of the owner. The 
purpose for the interviews is to extract information on 
the particular restaurant, what problems do they face, how 
do they counter them, what kind of opportunities do they 
see etc, as well as their opinion and insight on the local 
industry. They were also asked about the possibility of 
doing a survey at a later time and most of them responded 
favorably. 
The survey 
In order to measure the entrepreneurial trait of 
the restaurateurs, the literature was searched to find a 
suitable questionnaire that can be delivered to and be 
filled out by the restaurateurs. The result is to be 
tabulated so as to measure the restaurateurs‘ 
entrepreneurial tendency. Finally, an established 
questionnaire (See Appendix 1 and 2 for a sample of the 
questionnaire) was secured and sent out to seven of the 
selected restaurants together with a cover letter. (See 
Appendix 3 for a sample of the letter) This was then 
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followed by telephone calls which served as a reminder foi 
the restaurateurs to respond. 
Out of a total of seven questionnaires that were 
sent out there was a response of four representing a 
response rate of 57.14 percent. 
Research Limitation 
As mentioned above the ideal level of research 
target is to be able to talk to the owner of the 
restaurant since we are researching the motive behind 
starting of a restaurant and also trying to build a link 
between the restaurateur and the entrepreneur. Due to the 
fact that many of the restaurant owners are purely 
investors who are not involved in the day to day operation 
of the restaurant, plus the fact that many of them are 
involved in other lines of business that would take them 
away from Hong Kong, it is then difficult to interview all 
the owners. Every effort was made to first get an 
interview with the owner, failing that the operator i.e. 
the manager or maitre hotel would have to act in the 
place of the owner. 
Another problem is in obtaining an exhaustive list 
of the sample targets. As it was impossible to get a list 
of such a group in Hong Kong, the alternative is go for a 
guide book. The book is a 1989 edition therefore some of 
16 
the newer restaurants are not included. As a result a 
total of 12 different restaurants were interviewed. This 
represents restaurants of different category covering a 
wide spectrum of type (See Table 2 below for detail break 
down) , the author feels that the sample size is large 
enough and is also quite representative of the entire 
population. 
During the course of the interview, with a few 
exception, the restaurants were very co-operative. One 
problem though is that some restaurants might not be too 
willing to reveal the truth when they are doing 
exceptionally well or not so well in the area of finance. 
To overcome this the author would have to make his own 
judgement by observation and adjust the interview result 
accordingly when he feels that the interviewee is 
deviating from the truth somewhat. 
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TABLE 2 
LIST OF RESTAURANTS INTERVIEWED 
Name Type Loc Brief background 
La Rose French LKF Owned by a French 
Noire businessman and 
operated by a 
French manager. 
La Taverna Italian LKF Two Italian 
brothers in 
restaurant and 
other business such 
as construction and 
trading. 
Mozart Stub'n Austrian LKF 2 Austrian 
partners, 
background 
in hotel, also into 
trading. 
California American LKF Owned by a Canadian 
businessman who is 
also in the garment 
business. 
Amigo French Happy Chinese investor 
Valley in rice business 
who has the 
interest and 





La Tosion French Wanchai Owned by a Belgian, 
d'Or operated by a 
Chinese manager. 
Cafe de Paris French LKF Owned and operated 
by a flamboyant 
Frenchman who has a 
variety of back-
ground . 
Stanley's French Stanley Owned by two 
French Englishmen and a 
restaurant Swiss director who 




LIST OF RESTAURANTS INTERVIEWED (cont.) 
Name Type Loc Brief background 
U.S.A. American Wanchai Ten Chinese partners 
Deli all share as 
investor 
as well as running 
of the restaurant. 
Au Trou French Tsimshatsui Used to be run by a 
Normand Frenchman now taken 
over by the Chinese 
captain. 
Leonardo Italian Tsimshatsui Operated by a 
Chinese who is 
interested in 
Italian cooking. 
Valentino Italian Tsimshatsui Operated by the 
same person as in 
Leonardo. 
Note : LKF stands for Lan Kwai Fong 
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CHAPTER III 
HISTORY OF WESTERN RESTAURANT 
INDUSTRY IN HONG KONG 
The first appearance of Western restaurant that 
resembles somewhat the current day style can be traced all 
the way to the 1950s and 1960s. These were the restaurants 
that served some form of Russian cuisine. These were 
started by a band of White Russians who fled from China 
mostly from around the Shanghai region after the 
Cominunists took over China in 1949. The Chinese partners 
of these Russians were usually people from Shantong. This 
was at the time like an extension of what they used to do 
back in the 40s and 50s when they were still in the 
mainland. As there were a lot of Westerners in Shanghai in 
the 40s and 50s, that place was very much westernized and 
boasted quite a large variety of Western style 
entertainment establishments including restaurants. 
Some of the restaurants were transferred directly 
from China when the owners retreated to Hong Kong. To name 
a few there were ABC at Kowloon City, Cherekoff on Nathan 
Road and The Cock at Tsimshatsui. These restaurants were 
quite popular at the time because their price was 
reasonable and usually the portion was quite large. A 
香 潘 中 文 大 學 阅 贪 你 我 f r 
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standard set dinner would have about six courses that 
included soup and bread, an appetizer, a fish dish, a main 
course, dessert and coffee/tea. 
These were quite popular among the Chinese 
community because this was quite a change from the mundane 
Chinese food that they had everyday. It was especially 
well received by the children because they did not have to 
have rice when they had western food. Rice to them was 
like the equivalence of spinach to the western children. 
That type of food was partly French and partly Russian 
with the Borsch soup being the most popular dish even up 
to this day. The food at the time had of course been 
heavily Sinosized in order to cater to the Chinese taste 
buds. At that time when one referred to western food this 
was usually the type of restaurant they would have in 
mind. 
Next came a wave of western style hotels in the 
6 0 a n d the two most notable ones were Peninsula on 
Kowloon side and Gloucester in Central. At that point in 
time the hotels were much better equipped to offer more 
authentic style of western food. They were able to staff 
European chefs who brought their trade and culinary skill 
from Europe. As they came directly from Europe without 
spending time in China like their Russian predecessors 
had, their food tended to be far more genuine without the 
contaminations of 'Sinosization.‘ Most of these chefs were 
2 1 
from places like Austria, Belgium, Switzerland, England or 
France. Not only did they start some very successful 
careers in Hong Kong they also taught their cool^ ing skill 
to the local sou-chefs. That was the humble beginning for 
a new breed of authentic western cooks. 
As Hong Kong was fast becoming an international 
financial center in the 70's a lot more world class hotels 
were opened in that period. These hotels were opened to 
reap the business for both commerce and tourism. These 
include Hilton, the Mandarin, the Excelsior on the Hong 
Kong side and Hyatt, Sheraton, Holiday Inn Golden Mile on 
the Kowloon side. Then with the development of Tsimshatsui 
East a number of first rated hotels such as Shangri-la, 
Regal Meridien, Royal Garden were added. More recently 
with the development of Wanchai reclamation area and also 
Pacific Place at Admiralty still more top class hotels 
such as Grand Hyatt, Marriott and Hotel Conrad were added. 
This undoubtedly provided an excellent training 
ground for the people who later would depart from the 
hotels and become their own boss in starting an 
independent restaurant. We can see that the development of 
independent restaurants in Hong Kong has a very very close 
tie with the development of the hotel industry in town. It 
is very difficult to talk about one without referring to 
the other. Although this paper will be dealing with 
independents we will inevitably be referring to the hotels 
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in Hong Kong from time to time. 
Back in the 70's and early 8 0 F r e n c h food wis 
at the pinnacle in the western food industry in Hong Kong. 
Almost every serious hotel would have to have a restaurant 
that serves as its anchor restaurant and usually that 
restaurant was a French restaurant. There are the Gaddi's 
at Peninsula, the Plume at the Regent‘s and the Hugo at 
Hyatt etc. The first few independent restaurants that were 
of high standard included Jimmy's kitchen, Amigo and 
Lindy's and all of them served some kind of French or 
continental food. 
With the development of the Lan Kwai Fong district 
in the past 10 year and the growing internationalization 
of Hong Kong, more and more western restaurants, many of 
them independents are now available. They offer more 
variety of style and choice of food. The proliferation of 
such a variety of restaurants is in direct proportion to 
the growing prosperity of Hong Kong. Whether this will 
continue well through 1997 remains to be seen. 
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CHAPTER IV 
RESEARCH RESULT AND ANALYSIS I •  
MOTIVES, PROBLEMS AND OPPORTUNITIES 
Motives behind starl^ina a restaurant 
In many ways the Hong Kong society is very much 
like that of the U.S. where stories of people going from 
rags to riches is very common. Like many of the heroes in 
the American stories, an immigrant would came to Hong Kong 
with nothing more than the clothes that he wore and then 
went on to become a multi-millionaire. One of the most 
notable examples is none other than our Asian super-man 
M r . Li Ka-Shang. It goes to show that opportunity abounds 
in Hong Kong for building a fortune. As the saying goes, 
"the roads are paved with gold" and are waiting for people 
to reap the reward. Now the question is : given that there 
are a lot of opportunity for making money and making money 
big, the running of a restaurant is definitely not the 
most profitable business around. In comparison to running 
a successful import and export business, the reward for 
running an independent restaurant can be relatively low. 
Why then are there still people who are willing to start a 
restaurant ？ In analyzing the result of the interviews we 
can arrive at the following reasons and motives � 
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The background of the owner/operator 
Many of the restaurateurs have their background in 
hotel restaurants. It is now the only thing that they 
know, (especially for those Chinese whose education 
background is not all that strong) it is very natural that 
when they go out to start their own business they choose 
something that they are familiar with and they have the 
professional knowledge on. 
Interest or hobby for the owner/operator 
The motive for another type of restaurateur is 
mostly for the interest of it. These are usually people 
who have accumulated wealth in other lines of business and 
they like the sense of hospitality with the restaurant 
business. They do a lot of entertaining mostly with 
business associates either at home or in an outside 
restaurant. Entertaining has become such an important part 
of them that they start to think why do I not start a 
restaurant so that I can do it the way I like it to be 
done. Surprisingly this type of restaurant is not confined 
solely to that of Westerners. There are Chinese 
businessmen whose motive for opening a restaurant is not 
purely one of economics but rather more for entertaining 
purposes. Some of the examples for this type of 
restaurants are California, La Rose noire, La Toison d'or, 
Amigo etc. Amigo is one example for a Chinese owner who 
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treats the business more for interest than for making a 
profit out of it. 
Treating the restaurant business 
as an art form 
Then there are those rare ones who treat it as an 
art form. Although they are not wealthy in their own 
right. They still treat their business as a hobby first 
and business second. This breed would be the most 
interesting of the bunch as they do exhibit more traits of 
an artist than that of a regular businessman. They tend to 
be flamboyant and have little regard for traditional value 
or norm. 
Problem and opportunities 
Inherently there are quite a number of problems 
associated with the starting and running of an independent 
restaurant. The problem areas are outlined as follow and 
discussed below : 
Competition 
This competition is not so much from each other 
but rather competition from the restaurants owned by-
hotels and big conglomerates. As mentioned earlier the 
other two category of restaurants, especially those inside 
hotels has the full backing of big establishment and 
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therefore has a big competitive edge over the 
independents. People are attracted to the hotels not only 
by the restaurants but also by the hotel. It could be a 
convention or exhibition that they are going to a hotel 
for and they would be visiting the restaurants on impulse. 
It would even be possible that they are attracted by the 
allure and prestige of the hotel. Another advantage that 
the hotels have over the independent is that they have a 
more systematic promotion plan stemming from the 
management of the hotel. For example they could ask a chef 
in another country from within the same chain to come and 
prepare/promote a special type of cuisine which is 
something that an independent cannot do. 
Rent 
Majority of the owner and or manager interviewed 
confirm that the steep rent in Hong Kong is probably their 
number one problem. The rent could be such a major cost 
burden that it sometimes proves to be prohibitive. This is 
particularly true if one wants to be situated in a prime 
location. A good example is the popular Lan Kwai Fong area 
which is a block in the central district of Hong Kong that 
is frequented by Westerners. There are a number of bars 
and restaurants and it gets very lively at night 
especially during Western festivals such as Halloween, 
Christinas or New Year etc. Typically the rent there is 
outrageously high and the landlords, seeing the prime 
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values of their property would ask for a huge increase 
V every time the lease is up for renewal. The restaurant is 
then faced with the dilemma of whether to suffer the steep 
increase or to move elsewhere. If they decide to move they 
would suffer the additional search cost and renovation 
cost. Also all the renovation cost that has gone into the 
original site would now become a sunk cost. For those 
independents that own their own property it would be real 
blessing at this time. This rental burden is also true, 
though to a lesser extent, in areas such as Tsimshatsui. 
One other problem which not too many restaurateur would 
admit to is the problem of triad. It is said that it is 
particularly prevalent in the Tsimshatsui area. Triad 
would ask for protection money from the restaurant owner 
and in order to avoid trouble most of the restaurants 
would comply while treating this as an additional cost of 
conducting business. Naturally this added cost would be 
passed on to the customers. Again hotel restaurants would 
not have the same kind of problem. 
Employee turn-over 
One of the problems that is hitting hard on almost 
every industry in Hong Kong now is one of labor shortage. 
For restaurants, there is no exception. Almost every 
restaurant cites employee turnover as their number two 
problem. With the opening of more and more hotels which 
are out to recruit a lot of Food and Beverage (F and B) 
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staff the situation is getting more and more acute. Here 
again the independents have to compete with the hotels 
whose human resource policies are better thought out and 
well defined. The fringe benefit and opportunities at the 
leading hotels are usually far superior. When there are 
openings in other areas within the hotels the staff can 
ask for an internal transfer. The employee therefore does 
not have confine himself to a career in Food and Beverage. 
Some hotels are now recruiting experienced waiters from 
places as far away as the Philippines to come and work in 
Hong Kong. This is something that is impossible for a 
small independent to follow. Other than direct competition 
with the other restaurant outlets for staff, there is also 
the problem of inducing young people to work in the indus-
try. Most of the young people in Hong Kong would prefer 
not to be in the restaurant field because of the job 
nature and the work condition. First of all almost all of 
the waiters have to work two shifts within the same day -
the lunch and the dinner shift and there is always a gap 
in between the two shifts from around 3:00 pm to 6:00 pm. 
That is theoretically the free time for the employee but 
there is precious little that one can do during that 
period of time except perhaps for going to a movie. 
Secondly, the life of a waiter is not a fun one. 
He has to be pleasant at all time to the customers. At 
times the customers can get unreasonable. It would still 
be the job of the waiter to stay away from a direct 
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conflict with the customer. Then there is also the chance 
of a conflict between the waiters and the kitchen staff. 
Many a time the waiters are the ones that are caught in 
between the customers and the kitchen staff. 
Finally, the salary of a waiter is not 
particularly high considering the time that he has to put 
in and the adverse nature of the job. The average starting 
salary of a waiter in the restaurants that were 
interviewed is about $5,000 dollar per month. The 10 
percent service charge that is levied by the restaurants 
as a general practice goes to the restaurant owner and not 
the waiters. It is the extra tips on top of the 10 percent 
that would go to the waiters' pool. 
Supplies 
If one is running a Chinese restaurant one can 
easily get the supplies either in Hong Kong or from China 
quite conveniently. This is not exactly true with a 
western restaurant. Although for quite a lot of food stuff 
one can get substitutes from Hong Kong or in the nearby 
countries, there are some European food stuff that need to 
be authentic - these could be things like cheese, wine, 
herbs and even meat. Therefore there is the additional 
difficulty and cost incurred in getting the correct and 
authentic ingredients. 
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Some of the ways to counter these problem areas 
Having the abovt^ problem areas the restaurateurs 
must find ways to counter them. Below are some of the ways 
that the restaurants have adopted in confronting the 
problems. 
Competition 
As we have seen competition is severe not only 
from other independent restaurants but more so from the 
hotel restaurants. One of the things that an independent 
can do is what is called "Unique Selling Proposition" in 
marketing. That is if you can find something unique and 
which has a favorable impact on the customers, then this 
is what you should go after. This means going for niches, 
segmenting the market and go for the market where you are 
the only supplier of such a particular product and there 
is no competition in that sense. In other words, stay 
clear of your competition. One of the restaurant that has 
exploited this is the Mozart Stub'n which is unique 
because it is the only Austrian restaurant in town. 
Rent 
The ideal situation is that if you have the 
capital then you should consider buying your own property. 
That would hedge you against any potential rental 
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increase. Stanley's French restaurant is one of the 
fortunate few that owns its own property basically because 
the owner partners are quite well off in their own right. 
Unfortunately most entrepreneurs when they start up can 
ill afford such a large sum. The only option that they 
have remaining is then to rent. When the landlord try to 
raise the rent, the tenant would have two options open. 
Number one is to move to another location that is not as 
expensive and hope that the customers will follow. Another 
option is to fight back. This has been used by the 
restaurants in Lan Kwai Fong. As there is a high 
concentration of restaurants in that area which happens to 
be an up market area so the rent has shot up geometrically 
in recent years. One thing that the restaurants did is to 
band together and form a coalition so that they can more 
effectively negotiate with the landlords and to exert some 
collective bargaining power. 
Employee turn-over 
Employee turnover is a problem with many 
industries in Hong Kong but it is particularly serious 
with the hotel/restaurant industry. In a western 
restaurant the service people would need at least a 
minimum level of English since majority of the patrons 
would be foreigners. The demand on the educational level 
is correspondingly higher than other industries which 
helps to aggravate the manpower problem. 
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To counter the reluctance to join some of the following 
are being done : 
- P a y them higher wages than the other restaurant 
establishments, (e.g. USA Deli, Cafe de Paris) 
- T r e a t them as part of the team and/or family, (e.g. 
Cafe de Paris) 
- S o m e of the restaurants especially those that are 
operated by foreigners would hire transients as 
waiters/waitresses. These are the young people that come 
from England or Australia looking for a temporary job to 
support their travel expense, (e.g. California) 
- I f the restaurant is large enough then it may consider 
getting help from a foreign country such as the 
Philippines. 
Each of these measures are adopted by different 
restaurants as the owner/operator see fit. 
Supplies 
A restaurant would first try to get as much 
substitute as possible for its raw material from the local 
suppliers, suppliers in China or neighboring countries. 
However this may not be possible for some special items 
such as wine, cheese, herbs etc which have to be imported 
from Europe. The restaurant can either import directly or 
go to an importer that specializes in this kind of 
products. This adds to the cost of the food and is no 
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doubt passed on to the end customers. But for those 
connoisseur that know it does make the difference and the 
additional cost is considered to be acceptable especially 
when a restaurant has an image to up-hold. We will see 
later on that some restaurants can turn this problem into 
a business opportunity. 
Opportunities 
On the surface, an independent restaurant is an 
independent restaurant, especially when it is a family 
business it tends to be small in size and scope that there 
does not seems to be a lot of room for expansion or maneu-
ver. On closer scrutiny, however there are quite a bit of 
opportunities open when the restaurants are running quite 
well and is ready for expansion and diversification. Some 
of the options that a restaurant can consider include : 
- D i v e r s i f y into the catering business. 
- D i v e r s i f y into the take-out/delivery business. 
- F r a n c h i s i n g of the restaurant. 
- V e r t i c a l integrate into importing of material for the 
restaurant and also supplies for the other restaurants. 
Catering 
One related business that a restaurant can easily 
diversify into is naturally the catering business. When a 
party gets big it makes entertaining in a restaurant 
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difficult and thus the dawning of the catering business. 
There could be two type of catering - one type is that you 
prepare the food, pack it so that the customers can easily 
pick them up and bring the food packs home themselves. The 
other is a full catering service where the company will 
come with the food, cutlery, dishes and everything that is 
needed to a pre-defined venue. Some can even provide the 
service of waiters/waitresses and bar-tenders. This line 
of service is getting more and more popular in Hong Kong 
as social gathering of a grander scale is becoming more 
prevalent. The catering business could be both for social 
gathering and/or business gathering. USA Deli is the one 
restaurant that has gone into the catering business in a 
big way. Since a number of the present day restaurant 
operators such as those at California and La Rose Noire, 
were in the catering business before switching into the 
restaurant business, diversification back into the 
business should not pose much of a problem to them. 
Lunch box and lunch delivery 
The second related business that a restaurant can 
get into is the lunch box and delivery business. This is 
in fact a very convenient extension of the restaurant. 
This is just a meal to go and for restaurants that are 
situated close to the office buildings the lunch box 
business can be very lucrative indeed. The other service 
that is possible and would be even more convenient to the 
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customers is the delivery services. Again USA Deli is an 
example for diversifying into the lunch box and lunch 
delivery service business. One problem with this however 
is that most of the high class restaurants may find this 
to be a bit crass and would refuse to get into this line 
of business fearing that it may degrade the image of the 
establishment, and therefore completely forgo the 
opportunity of this business adventure. If somehow there 
is a way that we can up hold the image of the restaurant 
such as by making a very tasteful package for the lunch 
box etc then the restaurateur may be willing to give it a 
go. Again we are confronted with the issue that whether 
the restaurateur is a connoisseur first and a businessman 
second or the other way around. 
Franchising 
And then there is always the possibility of 
opening other branches or franchises. USA Deli was origi-
nally a spin-off of Beverly Hills Deli and subsequently 
there was the opening of the New York Deli which is 
operated by somewhat the same group of people. The La 
Taverna chain of Italian restaurant at one time boasted a 
total of five separate restaurants. And then there is also 
the possibility of franchising which is still rare for a 
high class restaurant partly because the Hong Kong market 
is rather small. But then that is also some opportunity 
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that is worth thinking about especially when the 
restaurant begins to attract a large following. 
Vertical integration 
Finally there is the possibility of vertical 
integration which should be the ultimate in 
diversification for restaurant. As discussed earlier 
certain type of supplies are not readily available in Hong 
Kong nor is any substitution possible. There then exists 
the tremendous opportunity for getting into the import 
business of rare wines, cheese or pate and that kind of 
European specialties. It does not only solve the supply 
problem for the restaurants but it can also be a 
prosperous business by supplying materials to the other 
western restaurants in town who would need the same kind 
of supplies. For example, the former owner of Au Trou 
Normand started an import company called "Food from 
France" which had become quite successful on its own. 
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CHAPTER V 
RESEARCH RESULT AND ANALYSIS II : 
MARKETING AND SUCCESS FACTORS FOR A WESTERN RESTAURANT 
Determining factors for success 
according to the restaurants 
When we talk about marketing naturally we are 
talking about the four Ps of marketing. That is Product, 
Price, Place and Promotion. There is no exception for 
western restaurant industry, and so we will be talking 
about the four Ps also when it comes to marketing. The 
four Ps would have to be discussed and analyzed in detail 
one by one in this chapter. 
Although unaware of the concept of the four Ps, a 
lot of restaurateurs, when asked about the determining 
factors for success of a restaurant would quote the 
following things : the food (product), the service (also 
product), location (place)• Although price is not 
explicitly mentioned, cost is on the tip of their tongues 
all the time especially when it comes to rental. Rent is 
cited in many case as a major cost factor and also a major 
problem that is faced by the restaurants. We all know that 
cost is directly related to price and therefore implicitly 
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price is also an important factor in the success of a 
restaurant. 
As far as promotion goes it is not something that 
is mentioned a lot by the restaurateurs interviewed. 
Perhaps promotion to them is not all that important as 
most of them believe in word-of-mouth and claim it to be 
part of their success factors. When promotion is not 
commonly done by the restaurants perhaps it is one area 
that a restaurant can capitalize on and try to out-perform 
the others. 
The four Ps of Marketing in the 
western restaurant industry 
Product 
Food and services which constitute the major 
goods and services of a restaurant is invariably mentioned 
as the number one or number two deciding factor in the 
success of a restaurant. That goes to show the importance 
of product and its packaging to the success of a western 
restaurant. Food is the basic thing that the restaurant is 
selling. In order to attract and keep the customers, this 
is one thing that the restaurant must be able to do well 
as a minimum. Maybe due to the fact that it is a minimum 
requirement and assumed to be present in order to survive 
some people may neglect to even talk about it. But we must 
not lose sight of the fact that it is the central and the 
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most important thing there is for the survival of the 
restaurant. A specialty thing such as Austrian food, 
Italian food would have an added appeal and further 
enhance the acceptance by the consumers. 
Service is another thing that is expected very much 
of in a fine dining western restaurant. In business we 
often talk about goods and services. Some lines of 
business has only one or the other but for a restaurant it 
has both - the product is the food and the service is the 
service that is catered by the waiters, waitresses and 
maitre d^hotel etc. Particularly in a western restaurant 
that emphasizes on fine dining the two have to complement 
one another. Hong Kong is well known for its variety and 
also the fantastic flavor of its food but it is definitely 
not a place that is well known for its service. 
Fortunately this image is gradually changing for the 
better in recent years. With the opening of more and more 
world class hotels where service is highly emphasized, and 
with heavy promotion of the Hong Kong Tourist Association, 
the quality of restaurant and hotel services has actually 
improved quite a lot in the past few years. 
No doubt food is a prime item that restaurants do 
compete on. If you do not have an "Unique Selling 
Proposition" it would mean that your food can either be 
equal or surpassed by the others then the next thing to 
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think about is how you would compete on service. Perhaps 
the key to success and winning over the competitors is 
through superb service. Some of the extras such as calling 
your customers by their names, remembering their favorite 
table or as one local restaurant does - they emboss the 
name of the customer on the face of the match box before 
hand. It never fails to impress the customer when it is 
presented to him or her when they reach the table. Little 
things like this go a long way in making the customer 
remember the restaurant and get them to come back time 
after time. 
Price 
— S o m e might argue that as a luxury item western 
restaurant product is not at all elastic and therefore 
price increase is not going to drive away the patrons. 
There is some truth to this argument. In contrast to fast 
food or lower to middle class restaurant, this type of 
restaurant does not compete on price alone. In fact some 
restaurant would charge premium price so that they can 
uphold that high class image. Given the fact that a 
standard dinner (nothing particularly fancy) with a bottle 
of wine for two people would cost in the neighborhood of 
$1000 is not exactly something that anyone can afford all 
the time. Therefore the restaurant would have to strike a 
delicate balance between keeping the price high enough to 
up-keep its image but not so high as to lose customers to 
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a competitor who charges less but basically offers the 
same kind of food and service. So in general the food 
price is rather uniform across the board for this type of 
restaurant with an entree usually ranging from $100 to 
$300 dollar. 
Place 
Location is another thing that is often mentioned 
as a factor that contributes to the success of a 
restaurant. For the restaurants surveyed they are spread 
out in places like Lan Kwai Fong, Happy valley, Wanchai, 
Stanley and Tsimshatsui. (See Table 2 for breakdown of 
location) All of these places are fashionable places in 
Hong Kong that are popular gathering places for the 
tourists, local Westerners' community and local middle to 
upper class Chinese community. There is no accident that 
the restaurants are so located. Restaurants do compete 
very much on locations. Fortunately for high class 
restaurants the point about traffic flow and accessibility 
is not as important as a middle class restaurant. In a 
high class restaurant people would actually seek out the 
place to go. Although the location is not as important, it 
would still help enormously if the location is centrally 
located and easily accessible either by car or by public 
transportation. A case in point is the location of Bond 
Center at Admiralty. Although the location is quite 
centralized, it is surrounded by no parking/stopping zones 
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and is a bit of a walk from the main-stream business block 
of Queensway, Admiralty and United Centre. Due to this 
slight disadvantage in accessibility, not a single 
restaurant situated there has taken off successfully up to 
this day. The provision of parking service is again 
another plus for the restaurant. Most of the restaurants 
interviewed fit the above criteria with the possible 
exception of Stanley and Happy Valley. But with the public 
transportation network in Hong Kong being so extensive it 
usually does not pose a real problem. An example for a 
well chosen location is USA Deli at Wanchai. The location 
is in the Wanchai business district. The place usually 
gets rather quiet after office hour. However it is only a 
short distance away from the developing area of Pacific 
Place, Bond Center, Admiralty and Queensway. With 
development of the giant Pacific Place which houses two 
office towers, three first class hotels and two deluxe 
service apartments, the potential for the restaurant is 
enormous. USA Deli is already doing quite well by just 
catering to the office crowd of the Wanchai for lunch. It 
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also attracts customer who work nearby to come to dine 
after work. With the opening up of more offices and moving 
in of office workers in Pacific Place, the restaurant is 
seeing a quantum jump in sales volume. 
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Promotion 
It is mentioned earlier as perhaps the one 
thing that has been under-deployed by the Hong Kong 
restaurants currently. Each of the restaurants in its own 
way would do a little bit of advertising and promotion. 
The one thing that all of them invariably agree or claim 
as their best promotional tool is through "word - of-mouth, •• 
Word-of-mouth is of course a very good tool for promotion. 
It is free of charge and conveys a sense of authority and 
truthfulness exactly because it is done voluntarily and is 
not initiated by the restaurant operators. 
Other than word-of-mouth, the other methods 
that are currently employed by the restaurants include : 
- P u t t i n g advertisement in newspapers, TV Times, Hong Kong 
Tatler and tourist magazines etc. 
- G e t t i n g good reviews from newspapers and magazines that 
do restaurant reviews. 
- H a v i n g good relationship with the hotels so that the 
concierges would recommend the restaurant when the 
tourists ask for recommendations. 
- S o m e restaurants such as California is beginning to 
establish a membership list and use direct mailing as a 
way of keeping in touch with its customers. This is 
similar to direct marketing where the end consumers are 
contacted directly while being at home. 
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CHAPTER VI 
RESEARCH RESULT AND ANALYSIS III : 
RESTAURATEURS AND ENTREPRENEURIAL TRAITS 
Content of the questionnaire 
The survey is divided into six sections, each of 
the sections measures a specific area of entrepreneurship. 
(See Appendix 1 for a sample of the questionnaire) Section 
one measures the subject as perceived by others. Section 
two measures how the subject perceives himself or herself. 
Section three measures the conviction and the beliefs of 
the subject being surveyed. Section four measures the 
preference of the subject when it comes to his work. 
Section five measures the personal characteristics of the 
subject and Section six measures the relationship that the 
subject has with others. The instrument is intended for 
measuring the entrepreneurial tendency of the subject. The 
questions that are asked relate to the characteristics of 
entrepreneurs that are covered in the introduction 
chapter. The survey by section individually and as a whole 
attempt to measure how the subjects fare against a 
pre-defined score break-down and its associated 
interpretation. 
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Interpretation of survey result 
The result interpretation key is based on four 
quarters (See Appendix 2 for a sample of the interpreta-
tion key) and is represented in Table 3 below : 
TABLE 3 
BREAKDOWN OF SCORE AND THEIR INTERPRETATION 
Score Description 
between 150 and higher - high inclination towards 
entrepreneurial 
activities 
between 120 and 150 - enterprising 
between 80 and 120 - some enterprising 
characteristics 
below 80 - prefer more secure type 
of job 
Surprisingly enough we have seen that all of the 
restaurateurs that returned the survey have scores that 
are on the low side of the survey scale. One out of four 
is on the third (second lowest) quarter and has a score of 
116, which according to the guide interprets this type to 
be - 'have some innovative and enterprising 
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characteristics but are unlikely to have the outright 
determination to succeed as an e n t r e p r e n e u r " The other 
three are on the lower end of the second quarter with 
scores of 124, 131 and 132 respectively. According to the 
interpretation key these are the types that 'will indeed 
be enterprising, but not necessarily as dedicated and 
committed to outright entrepreneurship as others.‘ Those 
above are not very high score at all for measurement of 
entrepreneurial tendency considering that the three on the 
second quarter are all situated on the lower end. It does 
show that the score of all the four respondents are rather 
consistent in terms of the range of their scores. This 
result helps to re-affirm the hypothesis that 
restaurateurs are a breed unto themselves and thus are 
different from regular entrepreneurs. They do not, as the 
result indicates, score the type of high score that one 
would expect from a small business entrepreneur. The fact 
that they score low however in no way imply that they are 
not successful. In fact all the restaurants that responded 
are very successful ones indeed. 
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TABLE 4 
BREAKDOWN OF TEST RESULT BY SECTION 
Section 
1 2 3 4 5 6 Total 
La Rose 20 19 21 25 16 15 116 
Noire 
Cafe de 21 18 29 18 12 25 124 
Paris 
U.S.A. 22 17 21 25 18 28 131 
Deli 
Amigo 28 20 19 12 28 25 132 
Mean 22.75 18.50 22.50 20.00 18.50 23.25 125.75 
Max 45 35 35 30 45 38 228 
possible 
Mean as 50.56% 52.86% 64.29% 66.67% 41.11% 61.18% 55.15% 
a % of 
max 
possible 
The mean value of the four scores are calculated 
by section and compared with the maximum value possible 
for each of the section. A percentage of the mean score 
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over the maximum value possible is calculated for each of 
the section and presented in Table 4. To rank the six 
section by ascending order of this percentage score we 
have 1) Section 5, personal characteristics (41.11%)； 2) 
Section 1, the subject as perceived by others (50.51%)； 3) 
Section 2, the subject perceives himself (52.86%)； 4) 
Section 6, relationship with others (61.18%)； 5) Section 
3, conviction and beliefs of the subject (64.29%) and 6) 
Section 4, preference of the subject in terms of his work 
(66.67%) . In fact all of them are relatively low 
percentage with majority of them hovering around the 50% 
m a r k . It is interesting to note that the lowest three 
sections are all related to entrepreneurial 
characteristics of the subject while the higher three are 
all related to relationship with others, conviction and 
beliefs of the subject and his preference for w o r k . In 
short, all the higher three are more or less related to 
w o r k . They also relate more directly to the success of a 
person in terms of doing his job w e l l . That helps to 
explain why although they score relatively low on 
entrepreneurial tendency/traits, because of their acumen, 
their good relationship with others and their strong 
belief and conviction in what they do, they as a group 
have a high tendency of being successful in what they set 
out to do. 
The result tells us that you do not have to be 
exceptionally high in entrepreneurial traits in order to 
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be successful in business, especially in the restaurant 
business. It only means that if you are high on those 
traits you will tend to be more innovative, more likely to 
take risk and to be more inclined to go into a more risky 
and uncertain situation and have a better chance of being 
successful in that uncharted course. But for the 
restaurant business which has been around for hundreds of 
years, it is hardly a very innovative business nor is it 
an uncharted territory. Therefore the linkage of the 
survey result to the success of the restaurant is not at 
all apparent. 
Another interesting thing to note is that out of 
the four respondents, two are Chinese and two are French. 
Both Chinese score higher than the two Frenchmen. This is 
in line with the general belief that Chinese, especially 
Hong Kong Chinese, are usually good businessman given the 
kind of rat-race society that they are in. The Frenchmen 
however are characterized to be more relaxed and have a 
tendency to take life easy and have the passion for "la 
joie de vivre.“ 
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CHAPTER VII 
MINI CASE STUDIES 
Each individual restaurant is unique in its own 
way, to get a feel for some of the different type of res-
taurant, what are their strength, how are they started, 
how do they tackle their problems etc, it is felt that it 
is appropriate to give a feature on each of the few 
selected restaurants where a bit on the depth rather than 
width will be explored. The four restaurants that will be 
presented below are USA Deli, California, Cafe de Paris 
and Aitiigo. These four restaurants are chosen because the 
management of these four establishments represent four 
different type of owners. USA Deli is the most business 
like of the group, where the owner/partners are treating 
it as a business and a livelihood rather than a hobby. 
Cafe de Paris represents more of a hobby or interest 
rather than a pure business. California and Amigo are in 
between the other two where the owners are very interested 
in the restaurant work and yet treating it seriously as a 
business. The difference is that California is very 
contemporary in style while Amigo conveys an image of 
traditional value and grandeur. 
5 1 
USA Deli 
‘ USA Deli is unique in a sense that it has a large 
number of partners, a total of ten who all contribute in 
capital as well as in the day to day operation of the 
restaurant. There are restaurants where the boss put up 
the money and leave the running of the business to 
professional managers while he and she attends to other 
line of business that he/she has. There are others where 
the owner is also the manager but there is rarely one that 
has such a large number of partners with all the partners 
contributing both in terms of capital and working within 
the restaurant. All of the ten partners are Chinese who 
worked in hotels and/or restaurants before. Most of them 
knew one another before they were banded together to form 
the restaurant. Each of them would have expertise in a 
different area and therefore all hold different positions. 
Some may work in the kitchen while others work in the 
dinning room area. To coordinate the activities and also 
to counter the problem of too many bosses, the director, 
M r . William Leung acts as the central coordinator. Mr. 
Leung is also the person that agreed to be interviewed. 
The present day USA Deli is actually a spin-off of 
another restaurant in Lan Kwai Fong called 'Beverly Hills 
D e l i " Beverly Hills Deli used to be situated in New World 
Center in Tsimshatsui and later on moved to Lan Kwai Fong 
to capture the business at that up market area. Many of 
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the present day USA Deli partners at that time worked for 
Beverly Hills Deli. A few years ago, after a dispute with 
the management, a group of staffer decided it was time 
that they should leave and work for themselves. With a 
pooled total of eight hundred and fifty thousand dollars, 
they started the present day USA Deli. 
A t that time they have had the fore-sight of 
choosing their current location at the Wanchai district 
which may not appear to be very spectacular at first 
glance but it turned out to have a lot of potential. The 
fact that it is only a stone throw away from the massive 
office tower/shopping centre/hotel/service apartment 
complex of Pacific Place is a deciding factor in the 
success of the restaurant. 
M r . Leung revealed that the restaurant is doing 
extremely well and each of the partners is now making a 
lot more than when they were working for others. In fact 
M r . Leung is so confident that he started up another 
similar restaurant called New York Deli in Causeway Bay 
with another group of partners. 
Out of the restaurants interviewed USA Deli is 
perhaps the one that deviates the most from the fine 
dinning definition as outlined in this paper. Since it is 
only a delicatessen, the emphasis is not so much on fine 
dinning, but rather on American deli food like corn-beef 
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sandwich etc. To provide variety they also added a number 
of Italian dishes such as pasta and pizza. Because of this 
difference in emphasis they can get into the lunch box 
business and also the delivery of lunches to the nearby 
offices in a big way without fearing that it could 
jeopardize their image. The restaurant is also big in the 
catering business. The restaurant attracts a big lunch 
crowd from the Wanchai and Admiralty area office workers. 
A t dinner time the tempo is changed, it is transformed 
from a hectic lunch crowd to that of a more relaxed and 
romantic setting where finer dinning is assumed. The 
breakdown of western customer to Chinese is about 60 
percent to 40 percent at lunch and 40 percent to 60 
percent at dinner time. 
M r . Leung attributed the success of his restaurant 
to the following factors : 
- A total cooperation of the ten partners in a concerted 
effort to develop and run a fine American style deli 
restaurant. 
- T h e favorable location of the restaurant. 
- T h e deli style which is not as readily available as that 
of French or Italian food. The meal price is generally 
less than that of the likes of say the Jimmy's Kitchens. 
- T h e quality of the food and the quality of the service. 
The score result for M r . Leumg is just about the 
same as the mean score of the four surveyed in 4 section 
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out of six. He scores considerably higher than the mean 
for two sections which are Section 4), Preference in work 
and Section 6) Relationship with others. (See Table 4 for 
a comparison of his scores with the mean) . In fact he 
scores highest for both section 4) and 6) at 25 (a tie 
with La Rose Noire) and 28 respectively. From The contact 
with M r . Leung he appears to be a no-nonsense kind of 
person who started out with very little in terms of 
educational background and worked his way up from the 
lower rung of the ladder. He worked in the hotels, 
learning his trade on his job and improved his English by-
going to night school. He scores very high indeed on 
preference of work which signifies his no-nonsense 
approach towards his work and is keen awareness of the 
market situation. The fact that he has diversified into 
lunch box, lunch delivery and catering is a testimonial to 
that business acumen. It is no wonder that he is now the 
director of two very successful American style deli 
restaurants. 
California 
California is one of the better known restaurants 
in Lan Kwai Fong because of its funky image and the decor 
that reflects the Southern California life style which 
epitomizes the aspiration of the YUPPY generation. On the 
wall next to the main door is half of of a motor-cycle 
whose head-light keeps blinking. Surprisingly the 
restaurant is not started by a Californian or at the very 
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least by an American. Rather it was started by a Canadian 
businessman. He conceived the idea of an up market 
American style restaurant that incorporates a restaurant, 
a bar and a discotheque which is catered to the 
international jet-setter cum world travellers as well as 
the local trend-setters. 
The owner M r . Allan Zeman is involved in the 
garment business and does a lot of entertaining of 
business associates. He decided that the time was right in 
Hong Kong to start a restaurant which other than running 
as a business he can also entertain his customers, 
clients, business associates after a hard day's work. He 
is not so much directly involved in the running of the 
restaurant and therefore he hired a professional manager, 
Ms Karin Joffe who aptly enough came from Southern 
California. She has had many year of experience in the 
catering business in California before she decided to take 
a chance and come to Hong Kong to further her career. 
California specializes in Southwestern American 
food which tends to have a high Mexican over-tone. One of 
its specialties is a large variety of hamburgers that goes 
for an average of about $100 Hong Kong dollar per serving. 
California is unique in its setting and also its three in 
one approach. It is a restaurant, a bar and a discotheque 
all in one. It offers live music as well as a lot of TV 
monitors that continuously showing music videos. Its aim 
56 
is to establish a unique American style entertainment 
establishment which is catered to the international jet-
setters and the local trend-setters. The atmosphere is 
international/American and the service is warm and 
friendly. 
To counter the employee turn-over problem, 
California hires a lot of transients, these are the young 
people from England or Australia who are travelling and 
need a short term job to finance their travelling. 
Of the restaurants interviewed, California is the 
most progressive one in terms of advertising and 
promotion. Its promotion activities include the following 
- A d v e r t i s e in newspaper, TV Times and tourist magazines 
etc. 
- I t has a disco membership and they do a lot of direct 
marketing through the use of the membership list. 
- I t promotes the restaurant by joining force with the Lan 
Kwai Fong association. 
- I t also tries to attract the Chinese crowd by inviting 
the Chinese press to visit the restaurant in order to 
give more exposure of the restaurant to the Chinese 
community. 
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Karin attributes the success of the restaurant to 
the following : 
- I t s unique nature and the three in one approach. 
- T h e atmosphere is cozy and friendly. 
- T h e food is trendy and up-market. 
- T h e ambience is hype and avant-guard. 
- T h e live music that is offered by the restaurant. 
M r . Allan Zeman has declined to be interviewed or 
surveyed due to his heavy involvement with his other 
business. Therefore there is no analysis of his test 
result in relationship to his background and 
personalities. 
Cafe de Paris 
Cafe de Paris is found and operated by a charis-
matic Frenchman who is close to 60 year of age. His name 
is Maurice Gardett. He is quite well known in the 
restaurant circle of Hong Kong. He is known for his 
flamboyant style and sometime disregard of conventional 
business senses. He is known to have thrown customers out 
because they ask for ketchup or if they come in without 
switching off their pager or mobile phone. 
Maurice has had a variety of background. He was an 
array engineer with the French army during the war and 
later became a Disc Jockey in the French radio station 
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after the war. Then he was involved with the inn and 
restaurant industries in France. At one time ha owned a 
big mansion in France and used to entertain his guests at 
his mansion quite a lot. Later he decided that since he is 
so good at entertaining then he should start his own 
restaurant business so that he can entertain his friends 
and others and at the same time to make some money out of 
it while entertaining. That was the beginning of his 
involvement with restaurants. Before coming to Hong Kong 
he worked with the U.S. Navy helping them to set up clubs 
for the servicemen. 
Maurice prides himself as the owner of the one 
truly authentic French restaurant in Hong Kong and that is 
why he would get crossed with a customer if he asks for 
ketchup with his food. He is the kind of restaurant 
operator who would treat each of his customers as a 
personal friend. He would go around the tables, talking to 
each of the tables individually. Many of the customers 
would come to his restaurant not just for the food alone 
but also for him and the performance that he might put up 
occasionally, that is if the customer has the good fortune 
to witness it. And many of his customers like that 
personal touch that he exhibits and also the cozy 
atmosphere that his restaurant has to offer. 
Maurice's market research before he started Cafe 
de Paris was to sample the French food around town to see 
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what kind of standard they were at. After the sampling he 
was convinced that he could do better than any of his 
competitors. 
Maurice is a bit of a paternalist boss who treats 
his staff well by regarding them as part of the family. 
This together with paying his staff what they deserve is 
Maurice's way of countering the employee turn-over 
problem. Maurice together with his Korean wife now caters 
to the front of the restaurant taking care of customer 
relationship, reservation, cashier etc while leaving the 
cooking to his apprentices. The mix of Westerner and local 
Chinese is roughly 60 percent to 40 percent. His Chinese 
clientele mostly includes middle aged, middle to upper 
class professionals or businessmen. 
Maurice's number one promotion tactic is 
word-of-mouth and getting of good reviews from the press. 
As he is such a character in this own right he tends to 
attract a lot of attention and publicity from the local 
press. Occasionally he would advertise in the South China 
Morning Post (SCMP) and TV Times. Maurice is such a 
commanding figure that no doubt his number one success 
factor is he himself. 
Maurice also cited rent as his number one problem. 
As a tenant for a place in Lan Kwai Fong he is susceptible 
to the ever rising rate whenever the rent is up for 
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renewal. As a matter of fact at one time Maurice has 
threatened to move in order to save himself from a huge 
rental increase. 
Maurice is a very interesting and charismatic 
person in his own right. Four out of six of the section 
results are about at par with the mean. In the remaining 
two sections, one has a high score and the other a low 
score. These two are Section 3) Beliefs and conviction and 
Section 5) Personal characteristics with scores of 29 on 
the high side and 12 on the low side respectively. These 
also happen to be the highest score in Section 3) and the 
lowest score in Section 5) among the four returned 
questionnaires. It indicates that Maurice is a person of 
contrasts, that he could be high on his beliefs and 
conviction but low on his personal characteristics. This 
is in line with the suggestion that he is more of an 
artist/cook than a true blue businessman. 
Amigo 
Judging from the name and the decor from the 
exterior of the restaurant, one probably thinks that this 
is a Spanish or Mexican restaurant. But inside it houses 
one of the more pretentious western restaurants in Hong 
Kong. The decoration has a strong Latin over-tone but the 
operator claims that it is a French restaurant. The food 
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is distinctively European, with dishes stemming from 
places as diverse as France, Spain, Italy or even 
Scotland. The original Amigo was opened in 1967 during the 
year of the workers‘ riot. It survived the traumatic time 
and continued to prosper and gain fame both locally and 
internationally. Unsatisfied with the location at Causeway 
Bay the owner went on a search for a new location for his 
new Amigo. He found it at Wongneiching Road in Happy 
Valley and bought the first three floors of a new 
building. There he spared no expense in decorating his 
restaurant by importing wood from the Philippines, ceramic 
tiles from Italy, fabrics from France etc. The new Amigo 
in its current form opened its door on May 1976. The owner 
wants "his restaurant to reflect warmth and pleasure, to 
be welcoming, a calm and gracious refuge from the wild 
pace of the city around it.” 
It is a place that is fit to arrive in a 
limousine. If you show up without a jacket or a tie you 
will be handed one. One would figure that a restaurant of 
such caliber and sense of authenticity must have been 
started by some European or at the very least someone 
with an European background. In reality the restaurant was 
started by a Chinese businessman who came from a family 
business of importing and distribution of rice. M r . Yeung, 
the owner did not study abroad, his interest in Western 
restaurant was started after his venture into the 
restaurant business back in Causeway Bay. It started out 
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as a home-grown western restaurant, but Mr Yeung became so 
engrossed that he evolved his restaurant more and more 
towards an authentic one. M r . Yeung travels extensively 
especially to Europe and that is where he gets his ideas 
on decoration of his restaurant and also ideas on new 
dishes to be added to the menu. 
M r . Yeung treats his restaurant both as a business 
and a hobby. Although he is not directly involved with the 
day to day operation of the restaurant he has nonetheless 
devoted a lot of time and energy to it out of his keen 
interest. The operation of the restaurant is now up to two 
managing directors who are also given shares of the 
company. The two directors are M r . Cheng and M r . Lok 
respectively. M r . Peter Lok is the one who agreed to be 
interviewed and also later filled out the entrepreneurship 
questionnaire• 
The restaurant now has a total of seventy plus 
employee. All of them are Chinese except for the two or 
three Filippino musicians that serenade the diners by 
strolling from table to table. The chefs are Chinese who 
learnt their cooking skill from the old Shanghai chefs. 
Within the management team, there exists a committee that 
meets every two week to test out new dishes as well as to 
discuss changes to the "specials" menu. 
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The customers include local Westerns, Chinese 
businessmen who entertain their foreign guests and tourist 
who learnt about the restaurant from other tourist before 
them. Word-of-mouth is their main tool in promotion. The 
restaurant is so well known overseas that it has the 
admirable distinction of winning the prestigious "Wedgwood 
Award" for the fourth time. (See Appendix 4 for an 
introduction of the award and the restaurant)• 
M r . Lok attributes the success of the restaurant 
to the follow : 
- M r . Yeung's keen interest and dedication to the 
restaurant, and his leadership. 
- T h e fact that the property of the current restaurant has 
been purchased. It rids the restaurant from the risk of 
rental increase. It also allows the restaurant to invest 
in the decoration of the restaurant without fear of 
having to move. 
- T h e emphasis on quality product and quality service. 
- T h e high standard of the cuisine and a wine cellar that 
ranks among the finest in Hong Kong. 
M r . Peter Lok of Amigo scores the highest overall 
of all the four respondents with a total score of 13 2 
while the mean total is only 125.75. It shows that he is 
the most entrepreneurial of the the four. Mr Lok's scores 
are not typical when compared to the mean. They vary quite 
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a lot from that of the means with two very high sections 
and two rather low sections. The high ones are Section 1) 
How others perceive the subject and Section 5) Personal 
characteristics. The low ones are Section 2) Personal 
perspectives and Section 4) Preference towards work. He 
like Maurice has contrasting traits. Since he scores very 
high in two sections, they more than compensate for the 
lows in the other sections. While M r . Lok is not the major 
owner of the restaurant, he is nonetheless one of the 
managing directors who owns shares of the company and thus 






The paper begins by giving a "raison d'etre" for 
the project. It explains why this project is needed and 
also gives two very important definitions which are 
central to the entire project. The two definitions are 1) 
the definition and the scope of the "restaurant" that we 
have talked about and 2) a definition for the term 
"entrepreneur". It then goes on to list out the objectives 
of the project which can be summarized as follow : 
- T o find out what are the problems, difficulties, 
opportunities and potentials for starting and running of 
a western restaurant in Hong Kong. 
- T o discuss the diverse motives behind the starting of 
such type of restaurant. 
- T o discuss the kind of marketing that is used by this 
type of restaurant and also to explore the restaurants' 
success factors. 
- T o research the difference between the entrepreneurial 
tendency of the independent restaurateurs and the other 
entrepreneurs. 
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The research process is composed of four stages, 
ranging from literature search to restaurant visits to 
in-depth interviews and finally it ends with a mail 
questionnaire that measures the entrepreneurial tendency 
of selected restaurateurs. As it is difficult to ascertain 
a true population frame, it was decided to use the 
restaurants listed in a prestigious guide book as a 
representation of the real population. A total of 12 
restaurants were interviewed and out of the 12, seven were 
selected for sending out of questionnaire. Of the seven, 
four responses were received. The results were analyzed 
and interpreted. 
The interview result indicates that there are 
- t h r e e main motives behind starting of a restaurant which 
can be summarized as follow : 
- D o it as a business. 
- D o it as a hobby/interest. 
- D o it for both of the above motives. 
The interviwees listed a number of success factors 
which they think are important for the restaurants. These 
happen to coincide neatly with the four Ps concept of 
marketing. That is an indication that marketing is indeed 
at work within these restaurants although the 
restaurateurs may not be fully aware of it. 
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Finally the scores of the respondents tell us that 
the restaurateurs as a group are a breed unto themselves 
and they do not measure up to the other business 
entrepreneurs in the conventional sense. However they can 
be very successful indeed on the restaurant business as 
long as they have the interest and/or the determination to 
do the job right. 
Recommendations for a restaurateur 
It is very difficult to conclude with a paper like 
this because it is an exploratory and descriptive study 
and there is no definite conclusion to be drawn from it. 
However it is possible to give some general 
recommendations based on the result of the study. Some 
specific recommendations for people who want to get into 
the western restaurant business in Hong Kong are as follow 
• 
拳 
- Y o u must watch your cost very carefully, especially that 
of rent. Through out the study one of the repeated 
complaints that has been given by the restaurateur is 
that of rental cost. From a philosophical stand point 
one can argue that the rent is high exactly because it 
is worth it. The traffic and the allure of the location 
must be worth that kind of rent before the landlord 
would have the audacity to demand that kind of rent. 
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Philosophy is reserved for the thinkers while 
businessmen have to remain practical. If you have the 
capital and you are looking at long term, by all means 
buy your own property. You can never go wrong with 
property in a market like Hong Kong. Even if you 
eventually would like to get out of the restaurant 
business, your property could in the end bring you some 
hefty income. If you cannot afford to buy then you must 
choose your location and your landlord very carefully. 
The next thing to do is to negotiate intelligently. If 
you see potential in the location that you have chosen -
by all means ask for a longer term lease. 
- K n o w what you are doing. There is a Chinese proverb that 
says "Don't do something that you are not familiar 
with.” This is basic common sense. If you want to start 
an Italian restaurant, an authentic one that is, then 
you must know Italian cooking ideally up to the level 
that you can take over the position of the executive 
chef if need be. Given the problem of employee turn-over 
these days, this skill may come in handy at times. 
Better still you should also know the language. It helps 
you to deal with your suppliers in Italy, getting the 
ingredients you want and understanding the receipts and 
menu that you ought to understand. It never fails to 
impress an Italian who walks in a Italian restaurant in 
Hong Kong and finds that the Chinese boss in there can 
trade jokes with him in fluent Italian. 
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- E s t a b l i s h a good employee relationship. Remember that 
you cannot run a restaurant all by yourself. In a small 
to medium size restaurant which is the subject of this 
paper, the best tactic is to treat them like part of the 
family. Genuinely care about them. When your staff is 
happy you are rid of a lot of headaches and the 
restaurant will prosper as a result. 
- W a t c h out for opportunities. A restaurateur if he does 
not want to stay a regular run-of-the-mill type of 
restaurateur must be constantly on the look-out for new 
opportunities. This could mean introduction of new 
products, use of new marketing tactics or even 
diversification in new areas of business ventures. This 
could be related areas such as lunch box, lunch 
delivery, catering or even something that is not as 
directly related such as import of restaurant raw 
materials. Clinging to the status quo all the time 
usually does not make very good business sense. 
- P r a c t i c e marketing. Although they may not know it, all 
of the restaurants interviewed are practicing some form 
of marketing. It is important for them to establish a 
"Unique Selling Proposition" if they are able to do so. 
Practice market segmentation if you can, position 
yourself and go for niches if you can. Watch and analyze 
your four Ps in order to determine your strength and 
weakness. A SWOT (which means analyzing your Strength, 
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Weakness, Opportunity and Threats) analysis can also be 
applied to assess your position relative to your 
competitions. Establish good public relationship with 
your customers and the other hospitality people such as 
the hotel people so that they know who to recommend when 
recommendation is asked of them. Go the extra length to 
impress your customers. Provide free valet parking 
service (by that it means charge them nothing for the 
parking even for the parking space i), give the ladies a 
long stem rose, emboss the name of your customer on the 
match box and so on. 
In conclusion, it would help very much if you 
possess some of the entrepreneurial traits that are 
mentioned in this paper. You probably will be very 
innovative and energetic in your approach to your 
business. However, you need not despair even if you are 
not high on the measure of entrepreneurial trait. As the 
result of our survey indicates, you can score moderately 
on entrepreneurial measurement and still be successful as 
a restaurateur. The most important thing is to either have 
a determination to succeed or a keen interest in 




1. The percentage are calculated base on the 
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APPENDIX 1 84 
U、o makes i t ? � ^ O U A N E N T R E P R E N E U R ? ' ' 
We have ali heard stories of how individuals made fortunes. Were thev 
lLic!<y or did they have a spccuil ability? The rags to nchcs road usuailv 
involves both. However^ most of those people who succeed say thev made 
their own luck. ‘ 
Entrepreneur has become a term to describe those who succeed in 
developing new business opportunities, ft is a wide term covering barrow 
boys, asset strippers, property developers, w h t t l t r dialers, ftaanciai 
wizards, enterprising executives and well established directors of business. 
Typically, our culturc is somewhat ambivaic.it about entrepreneurs. 
On the one hand wc like them bcciusc they introduce glamour, cxcit^uicnt 
and new vistas of opportunity. However, we also consider such people 
to be potential sharks, in for the quick “rip off", and exploiting others and 
the environment to their own advantage. 
Nevertheless, our society needs people with enterprise if we arc to 
improve the quality and quantity of our life. It is here that the real dilemma 
about entrepreneurs occurs. Ideally, wc would like our entrepreneurs to 
be socially responsible and do things for the public good as well as for 
personal gain. 
The Entrepreneurs Self Assessment Index 
丁 h i s index gives you an opportunity to assess vourself oa a number of 
^ucri斤 related to critrcprcncurship. It is not a test. The items referred to in 
the index have been drawn from rcscarch studies. Most of ihem arc hichlv 
r e p c d 10 charactcnsiics of entrepreneurs. Many of ihc points in the index 
�ndicaie the rckuionships wiih people exhibited bv those who hnvc shown 
cnircprcncunal �ibiliiy. An cxplanniion of ihc index and your cctai 
entrepreneurial scorc wi!i be L;ivcn :\i ihc end. 
For ihe time being please go through the items mentioned and allocate 
a scorc indicating your agreement based on this scale. 
J _ V e r y low ( Low | M e d i u m | High [ Very high | 
1 2 3 4 T 
Pleasj circle the number which is most appropriate to vour own situaitioti 
for each item. At the end you can then draw a line through these points 
tf get an overalljprofile. In addition you will have ihe opportunity to add 
the scores up and measure your self assessed entrepreneurial approach. 
THE INDEX 
Section 1 — H o w Others See M e 
Please circle the 
r , appropr ia te score 
I am a person whom others find,.. 
l a difficult to organise 1 2 3 4 5 
lb a p o w e r f u l iaf lucnce 1 2 3 4 5 
Ic a pcrsOQ of d o u b t f u l conscience 1 2 3 4 5 
Id more aiwious than average 1 2 3 4 5 
le keeQ always to explore new ideas 1 2 3 4 5 
ir difflcult to understand 1 2 3 4 5 
Ig different and sometimes out" 1 2 3 4 5 
Ih somewhat impulsive 1 2 3 4 5 
U somewhat unstable 1 2 3 4 5 
Scciion total , 
c0d � T 5 MHCO WSO/WdQ JC � � 3 a 3 � � � T IS. ?•� -ri. 
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Scc'.ioa 2 —Personal Per pectivc 
I feel that I s-'v inclint*d . . . 
� ^ [0 paaic a bit when I have too much succcss 1 2 4 5 
:b to prefer ;it:c»nc、.of(:rU �ictntor style of tr‘:iruyns 1 2 ] 4 5 
:c to be uncom!orl.ib:c when ssorkip.g for someone , 
else I - ] ” 
:d to be a.ixtouj about making things happen 1 二 3 4 5 
2c to fse! somr<vh;it destructive umcs 1 - 3 4 5 
2f to put achievement before power 1 ^ 3 4 5 
2g to act cn my intuition :iad feel of ihe situationi 
rather than plaa carefully 1 2 3 4 5 
ScctioQ l o U l 
Section 3—Beliefs 
/ believe i h a t . , . 
3a I can maierially Icflucacc ihc dircciioa of a business 1 2 3 4 5 
3b I am lucky 1 2 3 4 5 
3c I can cope w«Il with unforeseen, troubles when 
ihey occur 1 2 3 4 5 
3d I am aa optimist . 1 2 3 4 5 
3e I am sclf-rcllaat 1 2 3 4 5 
3f I like ambiguous work problems 1 2 3 4 5 
3g I rcjcci the conventioDal way of doing things 1 2 3 4 5 
Section Total 
ScctloQ A^Prcferencn 
/ preftr to h'ork in a way that 
4a cnabl«s me to take a commercial risk where I can , 
make or lose money 1 2 3 4 5 
4b ihc risks go just beyond my personal cxpcrieace 1 2 3 4 5 
4c I know quickly whether chc risks have paid off 
4d I am in touch wilh market opportunitici 1 2 3 4 5 
4e achieve results iit a profit 1 2 3 4 5 
4r 10 be in control of i^ic business 1 2 3 4 5 
Scciica Total 
.«... .• • • • • • • 
Scction 5 C h a r a c t e r i s t i c s 
/ am the sort of ptrson who . • • 
5a rarely plans ahead in a logical way 1 2 3 4 5 
is not �00 worried about getting colleagues and -
subord ina tes to agree with me before I act 1 Z J �� 
5c doesn ' t like to write things down too much 1 2 3 4 5 
£0d LIS .>iHnD wso/wao JO 丄 d 3 a st^ir： - r . ？0 r-u 
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5d unlikely to c o n f o r m with other people 's views very 
much on wha t shou ld be d o a e 1 2 3 4 5 
义 usually dislike deal ing with details of u tcchnic i l 
na ture in business ma t t e r s 1 2 3 4 5 
5r tends to neglect i m e r p e f s o r u l rs la l iooships at woric 
and o f f i a d people r rom t ime to t ime 1 2 3 4 5 
5g fiad i � difficult to be order ly , neat and t idy at work 1 2 3 4 5 
5h -ixpects business ventures to fail f r o m time to t ime, 
bui will have ano the r go 1 2 3 4 5 
� I enjoys the excitemerU, adventure a ad the danger of 
fai lure in tak ing business risks 1 2 3 4 5 
_ _ I 一 • I . 」 
S«【ion Total 
Section 6—Rclat iaciships 
I consider t h a t . . . 
6a I have m o r e respect f o r my mother than for my 
fa the r 1 2 3 4 5 
6b my mother was a s t rong InHuericc on my a p p r o a c h 
to business 1 2 3 4 5 
6c I am self willed 1 2 3 4 
6d I h i v e few s t rong persona l loyalties 1 2 3 4 
6e other people arc too security conscious 1 2 3 4 5 
61' I succccd in business where o thers fail 1 2 3 4 5 
6g I don ' t t rust people loo much 1 2 3 4 5 
6h I know how to infiucncc people in business 1 2 3 4 5 
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How did you score? 
The above index gives you a guide based upon the available evidence as to 
J � c h a r a c : e r � " s s � c ! a t e d with a numb'er of e n — u r s ? ] � � y 
this doesnt dcscnbc every entrepreneur. However, it does represent a 
good cross section of people who have succeeded or failed as entrepreneurs. 
. A high scorc on cach of the items would be associated with the ciiaractcr-
istjcs expected of many entrepreneurs. Therefore overall if you ^ot a score 
of 150 or more then it is highly likely that you will h a v / a n m c l i n S 
• ^ H i n t ' ^ h ' ^ ' ? ' " ' ^ " ^ a c — y . Those who scored between 120 and 150 
� i T I t be emerpnsing Diu not necessarily as dedicated and committed 
vilf h 二 ？ 二 � � P j S S � � � . T h o s e scoring between SOarS S 
0 L v e t h ^ ^ a n c v a t i / e and enterprising charactci^tics but arc unlikelv 
to iiave the outright determination to succeed as an entrsoreaeur Those 
� c _ g below 80 wiJi prefer a much more sccurc type c ? 式 ; 二 o 
exercise influence m a different way, 
e r J ; � � t h � t we are seeing perhaps a different kind of 
n n m / m . ^ � � " o r t ofpersoi i IS more a carecnst. We give the 
or e � u t i v e to many people who exercise a high degree 
� b?�sine^s acumen but w u h � n an organisation wh ich�hev themselves did 
二丄 These managerial entrepreneurs however do'exercise a high 
and enterprise in pushing their organisation to very 
Not all entrepreneurs are buccanccrs. A number of them have vary 
stroiiR conscicncc and seek to use their ciucrpriio for improving the lot 
of others. A notable example of this was W. H. Lever. Besides foundin'^ 
the organisation which gave rise to Unilever he was in fact a major philan-
thropist. Wherever he went he designed communities where his workers 
could live in good conditions. In addition he emphasised the importance of 
providing good working conditions so that people had dignity and resDect 
T b $ approach was characteristic also of other enlightened entrepreneurs 
such as the Cadbury's and the Rowntrees. 
In contrast a number of entrepreneurs have been self-centred and 
exploited other people for their own advantage. It has been said that many 
of the founders of the industrial revolution in Britain had this approach and 
many of the fortunes that were gained in textiles and iron industry were 
based upon master/servant relationships which had employees, including 
young children, working for long hours in appalling conditions. The 
history of Britain amongst other countries is littered with terrible examples 
of people working in sub-human conditions in mines and factories, under 
the entrepreneurial management of people whose only interest was in their 
own gain. 
In an interesting article Kets de Vries (1977) says that entrepreneurs 
have a high need for achievement and in particular .‘need for autonomy, 
independence, and moderate risk talcing�,. He goes on to suggest ' T h e 
entrepreneur also emerges as an anxious individual, a non-conformist,-
poorly organised and not a stranger to self-destructive behaviour". They 
seem to be "inner directed" and moreover " to present themselves as self 
reliant and tend to de-emphasise or neglect inter personal relations". 
> 
g'd �� /^ HHD WSO.UdO JO �d3a � g dWJ 
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. It wo I� Id appear that entrepreneurs like their own way even if it 
---- .means o n a road to failure. It is clear that they are not necessarily likeable 
peopl?. Thfiy are often short on patience and understanding and i n d - d 
sometirres on chanty. An entrepreneur is indeed persistent and can 
hi^rd person to deal with in that he wishes to have his own way He will 
o� ten push past or trample over people to get what he wants, perhaos 
apologising after he has succceded. Indeed many entrepreneurs m t h 4 
latter years bccome somewhat benevolent and give back much of their 
� a i t h to good causes. However, they would go along in most cases with 
the e;(pression that “nice guys don't win" and justify their acnon m terns 
cf success. ^^vui�) 
So arc you rcully an entrepreneur? 
In most o「u’《? Uierc is ihc desire to run our own show. However cainllv 
wc rcco-niso the dilllcuity ofduing so. To bccomc an cntrcpreneur'invoives 
f high degree of risk taking and determination to succeed. You mav th-re 
fore consider to what extent you really do wish to be an entrep^erfelr 
(1) If I bccamc an entrepreneur what sort of business would I set up ？ 
••泰•為_•的I•會看•蠢••攀曾會内•钱样春••狄 丨|_ 
(2) ^ J h L l ^ A ? ' ' T the personal characteristics in mc that would 
enable mc to make a success as an entrepreneur? 
⑶ ^i-m^'u，personal characteristics I have that are likdy to make 
It difficult for me to be an entrepreneur? 
, ^ 詹 
⑷ L V S S to S t � � an entrepreneur, what must I do in the next 12 
“ ~ � •*‘•-^ '-― 
These are some of the questions which you should ask yourself if you 
are senously . considering setting up your owa business However 
冗ur siliiSfn t n V t ^ f ^ h � h many people arc taking. Having identiii.d 
h^ mnri o l ^ yo.u ma《fed tha being a managerial entrepreaeur would 
be more appropriate. If so, consider the following questionl 
(1) What position in an organisation do I need to obtain to be a 
managenai entrepreneur? 
(2) What arc the advantages of being a managerial entrepreneur in a 
large organisation ？ 
(3) What are the disadvantages of being a managerial entrepreneur in 
a large organisation? 
(4) What steps should I take to further my chanccs of becoming a 
managerial entrepreneur? 
I n <1 «T*t r «•，’», • 
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Unit 308 East Ocean Center 
Mody Road Tsimshatsui East 
Kowloon HONG KONG 
March 15 1991 
Dear Sir/Madam, 
A research survey that studies the entrepreneurial 
traits of a restaurateur 
Sometime earlier I have had the pleasure of meeting with you 
or your manager in obtaining some background information for 
our research paper on "Hong Kong western restaurant indus-
try" . I would now like to take this opportunity to thank 
you for all the co-operation that you had given me. 
The second and final part of this paper involves measuring 
the entrepreneurial traits of the people in Hong Kong who 
have started a western restaurant on his/her own (or in 
conjunction with a small group of partner)• As you are a 
distinguished restaurateur that fits the above criteria you 
have been selected to participate in this study. 
Enclosed please find a questionnaire for this purpose. I 
would appreciate it very much if you could fill out the 
questionnaire by circling the most appropriate answers and 
returning it to me using the attached pre—stamped envelope 
before March 27 1991. You can leave the tallying of the 
scores to us if you want to. Should you wish to get the 
interpreted result of your test, please complete the at-
tached form and we will return your personal to you as soon 
as we have completed the study. Please be assured that your 
response will be kept strictly confidential and would only 
be used for research purposes. 
Thank you very much for your time and co-operation . Your 




Research project leader 
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I 
Only four restaurants in 
the world can claim this honour. 
I 
i 
1Q80 1Q82 1084 1086,8： 
_圓圍B 
B B B I ^ S S B S H B B B B ^ S 
And The Amigo is one of them. 
Now for the fourth time in a row we" \ e won the ^ edguood Award. 
The internationally coveted award presented to just 50 restaurants in the entire world 
everv other year. So to receive it once is an exceptional honour. But to receive it four times in 
succession means The Amigo Restaurant is obviously something verv special bv any 
standards. In fact only 3 other restaurants in the world have equalled our achievement. 
So when vou dine at Amigo be prepared for the exceptional. Vou' II dine on the finest 
French cuisine in an ambience of warm elegance. The atmosphere is opulent, 
yet relaxed. China shines. Silver gleams. Candles glimmer. Crv stal glitters. 
And the service is swift and attentive, yet absolutely unobtrusive. 
Experience The Amigo soon. For standards that make it a world apart. 
And one of the world* s top restaurants. 
� hy not make a reserv ation now. 
為wi00 





？ 丨 r 卿 I D.rector of 
Customer Services Back of m e House 
Chief Cook 
Cashiers g a i t e r s / Wa.ter/Wa.iress ~ Ass .nani ！ 
Waitresses Assistants oarTenoen ^ ^ ^ ^ Dishwasners 
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